






硕  士  学  位  论  文 
 
麦德龙中国组织营销研究 
Study of METRO China Organizational Marketing 
郑学强 
指导教师姓名：赵  蓓      教授 
专 业 名 称：工商管理  (MBA) 
论文提交时间：2010 年   4    月 
论文答辩日期：2010 年   5    月 
学位授予日期：     年        月 
 
答辩委员会主席             











究           
郑
学















分类号      密级       






















另外，该学位论文为（                            ）课题
（组）的研究成果，获得（               ）课题（组）经费或







































（     ）1.经厦门大学保密委员会审查核定的保密学位论文，
于   年  月  日解密，解密后适用上述授权。 







                             声明人（签名）： 
 

























摘  要 
 
 
























































Entering China market since 1995, METRO Group introduces not only a 
brand-new business concept to China's distribution industry, but also new strategies, 
fresh ideas and new approaches towards development of China's commerce. 
This text will focus on quantitatively discuss the model marketing of MCC and 
present approaches towards development by using combination documentary and 
material research, analysis method and comparative method mainly based on the 
theory of organizational marketing and customer relationship. These will put 
forward relevant proposals on optimizing METRO management,  can provide the study of 
China retail and wholesale industry and other enterprises which are involved with 
inter-organizational marketing for reference. 
Firstly this paper has a brief overview of marketing channels and gets a clear 
idea of marketing channels, retail and wholesale. It points out that METRO playing 
role in the marketing channels is a wholesaler, not retailers. Secondly this paper 
expounds theoretical basis of organizational marketing and customer relationship，
especially  classification, characteristics, purchase type, participants, influencing 
factors, the purchase process of organizational market and comparison between 
retail market, theory of customer relationship. Thirdly it explores the organizational 
market and marketing of METRO Group in China. After research by using case 
analysis method and comparative method, it concludes that METRO China 
optimizes the resource allocation of organization to meet market demand according 
to the company's operating philosophy, strengths and core values. Consider 
revising the organizational marketing theory. This paper gives an analytical study 
on purchase type, participants, influencing factors, purchase process of METRO 
Chinese professional customers. After a series of study on METRO customers’ 
purchase behavior through full coordination between people and systems with the 
application of advanced information technology and related analysis software, we 
should develop relative marketing programs to meet different needs from different 
industry professionals’ customers. This article analyzes the limitations of 
organizational market of METRO China and puts forward some suggestions for 















It is necessary to give a study on the organizational marketing of METRO 
professional customer in this tough competition. Furthermore, it has practical 
significance for the domestic retail and wholesale industry and the marketing 
companies involved in inter-organizational learning METRO advanced 
management concepts, management model and marketing, and also their improving 
service level. 
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（one-level channel）、二级渠道（two-level channel）及三级渠道（three-level 
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